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As recognized, adventure as competently as experience roughly lesson, amusement, as capably as bargain can be gotten by just checking out a books Corporate Image Management A Marketing
Discipline For The 21st Century also it is not directly done, you could undertake even more approximately this life, on the order of the world.
We provide you this proper as without diﬃculty as simple artiﬁce to get those all. We meet the expense of Corporate Image Management A Marketing Discipline For The 21st Century and numerous ebook
collections from ﬁctions to scientiﬁc research in any way. in the course of them is this Corporate Image Management A Marketing Discipline For The 21st Century that can be your partner.

SIDNEY JASE
Brand associations aﬀect image and one source of brand association is a company's reputation. While the relationship between a
positive corporate reputation and operational performance is intuitively appealing, there has been relatively little empirical research. This study, using a comprehensive approach, seeks to empirically test the relationship and thereby determine whether
ﬁrms with a positive brand image, that is those with a positive reputation, experience an economic beneﬁt. Findings are that these
ﬁrms are associated with a signiﬁcant market value premium, superior ﬁnancial performance, and lower cost of capital. Given these ﬁndings, marketing managers would do well to strive to build
and maintain a positive reputation.
Good reputations, says Charles Fombrun, create wealth. In this
thoroughly accessible book, Fombrun shows that by developing
strong and consistent images, well-regarded companies generate
hidden assets - or reputational capital - that give them a distinct
advantage. Reputation examines how companies in a variety of industries, such as international fashion, investment banking, packaged goods, and even U.S. business schools, compete for prestige
and achieve celebrity. Vital, relevant, and readable for professionals in public, community, investor, and employee relations as well
as brand and marketing managers and senior executives.
Corporate Communication: A Marketing Viewpoint oﬀers an
overview of the framework, key concepts, strategies and techniques from a unique marketing perspective. While other textbooks are limited to a managerial or PR perspective, this book provides a complete, holistic overview of the many ways communication can add value to an organization. Step by step, this text intro-

duces the main concepts of the ﬁeld, including discipline and function frameworks, corporate identity, corporate and employer
branding, corporate social responsibility, stakeholder management, storytelling, corporate associations, identiﬁcation, commitment and acceptability. In order to help reinforce key learning
points, grasp the essential facts and digest and retain information, the text oﬀers a comprehensive pedagogy, including:
chapter summaries; a list of key words and concepts; case studies
and questions at the end of each chapter. Principles are illustrated through a wealth of real life examples, drawn from a variety of
big, small, global and local companies such as BMW Group, Hidria,
Lego, Mercator, Krka, Barilla, Domino's Pizza, Gorenje, Si Mobil,
BP, Harley-Davidson and Coca-Cola. This exciting new textbook is
essential reading for all professional corporate marketing and
communication executives, as well as undergraduate and postgraduate students of marketing and public relations, not to mention
managers who need a complete and accurate view of this increasingly important subject.
Since the ﬁrst International Corporate Identity Group’s symposium
in 1994, the ﬁelds of corporate identity, corporate communications and corporate branding have become a focal point for scholars and managers alike. Recently, the term corporate marketing
has incorporated a host of key corporate-level concepts, representing a new paradigm of thought. Contemplating Corporate Marketing, Identity and Communication is a collection of papers and
extended abstracts from the 12th ICIG symposium, presenting a
variety of perspectives with a view towards stimulating debate
about the advances in corporate marketing, identity and communication. The contributions in this volume examine critically the de-

velopment of the ﬁeld and focus for future research in order to encourage cutting-edge scholarship along with practitioner insights.
In a ﬁeld characterized by paradoxes – unity and variety; integration and specialization – the aim is to integrate diverse practices
to inspire a more sophisticated approach or theoretical framework. The papers in this volume are both challenging and distinctive.
“It takes 20 years to build up a reputation and ﬁve minutes to ruin
it. If you think about that, you’ll do things diﬀerently.” (Warren
Buﬀett) British Petrol, Deutsche Bank, Nike, Siemens, Volkswagen
– what do these companies have in common? First, they are part
of the world market leaders in their business area and successful
trendsetters, e.g. British Petrol in sustainable resources, Nike in
sports goods and Siemens in high technology. Second, all of them
had these “ﬁve minutes” to ruin their reputation. They are perceived in close contact with environmental pollution, mass layoﬀs,
child labour, corruption and fraud. What went wrong and how
strong were the economical inﬂuences from these issues? In fact,
these companies did not care enough about managing their reputation in an appropriate way and it is obvious that they underestimated the power of their stakeholders. Reputation Management
comprises the total of a company’s systematic activities to inﬂuence its reputation positively. By now it is regarded as a pivotal
instrument to support corporate management. Due to their size
and inﬂuence, multinational corporations dominated upcoming
reputation issues for decades. But in the age of Internet and mobile communication reputation has become more visible for every
size of company, which requires explicit management. As a result,
Small and Medium-sized companies face a new challenge. This
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work will contribute in bringing more clarity into this situation.
There is no way to mistake the ubiquitous trademarked Coca-Cola
bottle, or the stylish ads for Absolut Vodka with any of their competitors. How have these companies created this irresistible appeal for their brands? How have they sustained a competitive
edge through aesthetics? Bernd Schmitt and Alex Simonson, two
leading experts in the emerging ﬁeld of identity management,
oﬀer clear guidelines for harnessing a company's total aesthetic
output -- its "look and feel" -- to provide a vital competitive advantage. Going beyond standard traditional approaches on branding,
this fascinating book is the ﬁrst to combine branding, identity,
and image and to show how aesthetics can be managed through
logos, brochures, packages, and advertisements, as well as
sounds, scents, and lighting, to sell "the memorable experience."
The authors explore what makes a corporate or brand identity irresistible, what styles and themes are crucial for diﬀerent contexts,
and what meanings certain visual symbols convey. Any person in
any organization in any industry can beneﬁt from employing the
tools of "marketing aesthetics." Schmitt and Simonson describe
how a ﬁrm can use these tools strategically to create a variety of
sensory experiences that will (1) ensure customer satisfaction and
loyalty; (2) sustain lasting customer impressions about a brand's
or organization's special personality; (3) permit premium pricing;
(4) provide legal "trade dress" protection from competitive attacks; (5) lower costs and raise productivity; and (6) most importantly, create irresistible appeal. The authors show how to manage identity globally and how to develop aesthetically pleasing retail spaces and environments. They also address the newly emergent topic of how to manage corporate and brand identity on the
Internet. Supporting their thesis with numerous real-world success stories such as Absolut Vodka, Nike, the Gap, Cathay Paciﬁc
Airlines, Starbucks, the New Beetle Website, and Lego, the authors explain how actual companies have developed, reﬁned, and
maintained distinct corporate identities that set them apart from
competitors.
Describes how nonproﬁt organizations are turning to branding
strategies provided by traditional for-proﬁt companies to formulate and ﬁne tune their image and provides case studies and examples of powerful and eﬀective campaigns that have been
launched for the public sector.
With the latest insights from the world of communication studies
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into the nature of corporate reputation, this new addition to Wiley-Blackwell’s series of handbooks on communication and media
reﬂects the growing visibility of large businesses’ ethical proﬁles,
and tracks the beneﬁts that positive public attitudes can bring.
Serves as the deﬁnitive research collection for a fast-growing ﬁeld
featuring contributions by key international scholars Brings together state-of-the-art communication studies insights on corporate reputation Identiﬁes and addresses the lacunae in the research literature Applies new theoretical frameworks to corporate
reputation
This book is the second of the two volumes featuring selected articles from the 14th Eurasia Business and Economics conference
held in Barcelona, Spain, in October 2014. Peer-reviewed articles
in this second volume present latest research ﬁndings and breakthroughs in the areas of General Management, Human Resource
Management, Marketing, SMEs, and Entrepreneurship. The contributors are both distinguished and young scholars from diﬀerent
parts of the World.
"Corporate reputation is important in gaining long-term competitive advantage and building company value. Thus, the author
points out the need to manage reputation, which, due to its complex nature and multidimensional character, is a serious and
diﬃcult challenge. The author develops a strategic model for family business reputation management. The book presents the review, systematization and synthesis of views on the notion of reputation and its role in building company value, the determinants
of reputation; the identiﬁcation of the characteristics and distinguishing factors of family businesses, areas of reputation building
and resources involved in family business reputation building processes; and the description of determinants, components and processes in the ﬁeld of corporate reputation management, and the
identiﬁcation of key links between them. It also identiﬁes the key
elements of the concept of family business reputation management and the relationship between them and practical recommendations for the use of reputation management concepts in improving the functioning of family businesses. The developed model
can undoubtedly be seen as a pioneering contribution to research
into the competitiveness of enterprises. The book will therefore
be useful to researchers, students and managers who are interested in decision-making in family businesses, entrepreneurship and
small business management, and leadership studies"--
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Reputation is becoming an imperative business function that inﬂuences strategic decisions including the direction of a business
plan and how an organization should be communicating with its
stakeholders and publics. It is crucial for an organization to measure public relations outputs and outcomes as well as measuring
established and developing relationships. Reputation Management Techniques in Public Relations is a critical scholarly resource
that examines public relations strategies, such as employing media plans, determining communication channels, setting objectives, choosing the right promotional programs and message
strategies, budgeting and assessing the overall eﬀectiveness of a
company’s public relations strategy. Featuring coverage on a
broad range of topics, such as brand and customer communications, corporate social responsibility, and leadership, this book is
geared towards practitioners, professionals, and scholars seeking
current research on reputation management.
An international and multidisciplinary collection, edited by pioneers in the ﬁeld, this work captures the quintessence of the corporation and its many inner and outer manifestations, presenting
readers with a new approach to the subject area. Fully revised
and updated with the original contributions contextualized by the
editors' analyses and commentary to draw them together into a
coherent whole, this anthology aﬀords readers a new way of comprehending organizations. This new edition features a new introductory section to branding and public relations, contextualizing
the rest of the volume new case vignettes for each section with
enhanced pedagogy to enable reader reﬂection on the themes examined new readings and an updated Harvard style case study revised and updated commentary and analysis from the editors
Filled with illuminating articles that stem from the 1950s to the
present day, highlighting both practitioner and scholarly perspectives on the subject, this reader is an essential text for all students of marketing, reputation, business and corporate strategy,
public relations, communications and branding.
Corporate branding and communication is big business. Companies throughout the world invest millions in strategies which aim
to reinvent their proﬁle in subtle yet important ways. The investment must be working, but what is it being spent on, and how do
these rebranding exercises work? Including contributions from
academics and practitioners, this important collection unravels
the complexities of this growing ﬁeld of study. The text is split in-
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to three coherent sections, focusing in turn on identity, communication and reputation. Case studies are used throughout the book
to illustrate important issues, such as the basic principles of visual
communication, the importance of reaching both internal and external stakeholders, and the challenges faced by companies working in multi-cultural environments. This book brings clarity and
new theoretical insights to an important aspect of modern business. It is an invaluable companion for all students, researchers
and practitioners with an interest in marketing, communications
and international business.
This lively and engaging new book addresses a topical and important area of study. Helping readers not only to understand, but also to apply, the most important theoretical notions on identity,
identiﬁcation, reputation and corporate branding, it illustrates
how communicating with a company’s key audience depends upon all of the company’s internal and external communication. The
authors, leading experts in this ﬁeld, provide students of corporate communication with a research-based tool box to be used for
eﬀective corporate communications and creating a positive reputation. Essentials of Corporate Communication features original examples and vignettes, drawn from a variety of US, European and
Asian companies with a proven record of successful corporate
communication, thus oﬀering readers best practice examples. Illustrations are drawn from such global companies as Virgin, IKEA,
INVE and Lego. Presenting the most up-to-date content available
it is a must-read for all those studying and working in this ﬁeld.
What’s Your Business? oﬀers a comprehensive pathway through
corporate design, clarifying the relationship between corporate design and corporate strategy and the terms identity, brand, image,
communication and reputation. It explores the impact of developing digital technology on brand creation which uniquely positions
a business in a marketplace, through symbolic and coherent design. By combining corporate and design strategy with creativity,
Claire Tomlins illustrates the subject’s diversity. She ensures businesses set goals, strategies and plans and that they take care in
selecting an identity to spark the corporate design strategy and
creative inputs for marketing purposes; including design management, measurements and IP topics. This book explains to business
people, designers and students why design is important and
where each of their skills are required within the corporate environment.

Brands – corporate, products, service – today are collectively
deﬁned by their customers, deriving from personal experiences
and word of mouth. This book acts as a forum for examining current and future trends in corporate branding, identity, image and
reputation. Recognising the complexity and plurality at the heart
of the corporate branding discipline, this book ﬁlls a gap in the literature by posing a number of original research questions on the
intrinsic nature of corporate branding ideas from corporate (external) and organisation (internal) identity perspectives as they relate to brand management, corporate reputation, marketing communications, social media, smart technology, experiential and sensory marketing. It incorporates current thinking and developments by both multidisciplinary academics and practitioners, combining a comprehensive theoretical foundation with practical insights. The text will serve as an important resource for the marketing, identity and brand practitioners requiring more than anecdotal evidence on the structure and operation of stakeholders communication in diﬀerent geographical areas. It determines current
practices and researches in diverse areas, regions and commercial and non-commercial sectors across the world. The book provides scholars, researchers and postgraduate students in business and marketing with a comprehensive treatment of the nature of relationships between companies, brands and stakeholders in diﬀerent areas and regions of the world.
The amount and range of brand related literature published in the
last ﬁfty years can be overwhelming for brand scholars. This Companion provides a uniquely comprehensive overview of contemporary issues in brand management research, and the challenges
faced by brands and their managers. Original contributions from
an international range of established and emerging scholars from
Europe, US, Asia and Africa, provide a diverse range of insights on
diﬀerent areas of branding, reﬂecting the state of the art and insights into future challenges. Designed to provide not only a comprehensive overview, but also to stimulate new insights, this will
be an essential resource for researchers, educators and advanced
students in branding and brand management, consumer behaviour, marketing and advertising.
Corporate Image Management is a comprehensive, practical introduction to one of the most potent marketing and management
tools available for the use of senior executives. Progressive corporate leaders will want to use this new discipline to drive their or-
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ganizations in today's increasingly competitive markets. The corporate image communicates the organization's mission, the professionalism of its leadership, the calibre of its employees, and its
roles within the marketing environment or political landscape. Historically, thinking and writing about the subject has come from
the area of graphic design. This approach no longer suits the global, dynamic, cross-border and cross-cultural world in which many
of today's businesses and organizations compete. Corporate Image Management describes the discipline which will be a key to
successful marketing well into the next century. Steven Howard,
who has over 18 years' senior marketing experience in the Asia/Paciﬁc region, illustrates the concept of corporate image management with case stories from Singapore Airlines, MasterCard International, Amazon.com, the National Basketball Association, Britain's Royal Family, and many others. Treats corporate image correctly as a marketing discipline, not a design issue Corporate image is a critical component of relationship excellence Can be used
for implementing strategic change within any organization
Bachelor Thesis from the year 2006 in the subject Business economics - General, grade: 2,1, University of Lincoln, 101 entries in
the bibliography, language: English, abstract: The purpose of this
dissertation is to ﬁnd out whether a favourable corporate image is
important prior to a PR-crisis. This question is also being applied
to Merck & Co. Inc., a pharmaceutical company in the U.S. which
is currently having its VIOXX-crisis, while researching if their
favourable corporate image is helping them to overcome the crisis faster. Furthermore an employee of Merck KGaA in Germany
was interviewed, with the intention to ﬁnd out whether the company has been inﬂuenced by the VIOXX-crisis since they are related through their names. The methodology is a critical review of
the literature, in addition to the description of how to put together, employ and analyse an interview and a questionnaire,
which was distributed to 180 students in England and Germany.
The ﬁndings are comprised of the comparison of the results of the
questionnaires and the answers of the interview with the literature. The favourable corporate image proves to be important prior
to a crisis and a good relationship with the media should be built
by the organisations in order to diminish the risk of moral panic.
Referring to Merck & Co., Inc., their favourable corporate image
and good relationship with the media give them a strong potential
to overcome the crisis. The method had a limitation: the sample
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of the questionnaire are English and German students only and
therefore do not represent the whole English and German population. The favourable corporate image and a good media management policy are valuable assets of a company, especially nowadays when bad news can be communicated rapidly by modern media tools, like the Internet.
This volume includes the full proceedings from the 1997 World
Marketing Congress held in Kuala Lumpur, Malaysia. The focus of
the conference and the enclosed papers is on marketing thought
and practices from a global perspective. This volume presents papers on various topics including marketing management, marketing strategy and consumer behavior. Founded in 1971, the Academy of Marketing Science is an international organization dedicated to promoting timely explorations of phenomena related to the
science of marketing in theory, research and practice. Among its
services to members and the community at large, the Academy
oﬀers conferences, congresses and symposia that attract delegates from around the world. Presentations from these events are
published in this Proceedings series, which oﬀers a comprehensive archive of volumes reﬂecting the evolution of the ﬁeld. Volumes deliver cutting-edge research and insights, complimenting
the Academy’s ﬂagship journals, the Journal of the Academy of
Marketing Science (JAMS) and AMS Review. Volumes are edited by
leading scholars and practitioners across a wide range of subject
areas in marketing science.
This prestigious edited collection of articles from the Journal of
Brand Management discusses the impact of research on our understanding of corporate brand characteristics and corporate
brand management to date. A wide range of topics are covered,
including franchise brand management, co-creation of corporate
brands, alliance brands, the role of internal branding in the delivery of employee brand promise, and the expansion into new approaches. Advances in Corporate Branding is essential reading for
those undertaking a PhD programme or by upper level students
looking for rigorous academic material on the subject and for scholars and discerning practitioners, acting as 'advanced introductions'.
EBOOK: Managing Brands
With the latest insights from the world of communication studiesinto the nature of corporate reputation, this new addition toWiley-Blackwell’s series of handbooks on communication andmedia
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reﬂects the growing visibility of large businesses’ethical proﬁles,
and tracks the beneﬁts that positive publicattitudes can bring.
Serves as the deﬁnitive research collection for a fast-growingﬁeld
featuring contributions by key international scholars Brings together state-of-the-art communication studies insightson corporate reputation Identiﬁes and addresses the lacunae in the researchliterature Applies new theoretical frameworks to corporate
reputation
For graduate and undergraduate marketing management courses. This title is a Pearson Global Edition. The Editorial team at
Pearson has worked closely with educators around the world to include content which is especially relevant to students outside the
United States. Framework for Marketing Management is a concise
adaptation of the gold standard marketing management textbook
for professors who want authoritative coverage of current marketing management practice and theory, but the want the ﬂexibility
to add outside cases, simulations, or projects.
A strong corporate image has power in a competitive marketplace. Its inﬂuence on reputational value and customer decision-making is only now beginning to be understood. Interest in corporate branding is exploding as marketing academics and professionals begin to realize how it can boost business performance in
measurable ways. For example, it promotes customer patronage
without expensive advertising and raises proﬁtability by enabling
companies to leverage their brand image when buying from particular sources. Yet there are few empirical studies available to clarify its basic tenets and fewer still that help us understand corporate branding in diﬀerent parts of the world. Existing books focus
mainly on conceptual ideas and real-life examples. Corporate
Branding: Areas, arenas and approaches is a unique take on corporate branding that provides a global overview through rigorous
research of diﬀerent geographical areas across industries. An international range of leading scholars contribute their coverage
across three clear themes: Area: geographical areas across the
globe including the UK, USA, Europe and Asia; Arena: a variety of
commercial and not-for-proﬁt sectors, both B2B and B2C; Approach: methodological approaches to brand research design, including qualitative, quantitative, case studies, interpretivistic and
social narrative. These three themes enable the reader to consider corporate branding from more perspectives and in more ways
than any other corporate branding book. The result is an unders-
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tanding of this strategically important, growing subject that cannot be found anywhere else. This book is an essential read for any
branding student or interested professional.
Heritage is increasingly recognised as a signiﬁcant corporate concern, with corporate heritage brands and identities often forming
an important part of a nation's patrimony. Foundations of Corporate Heritage explains the principles, processes, strategic signiﬁcance – and challenges – of corporate heritage formation and management. This scholarly but accessible anthology includes seminal articles on the territory and also includes ﬁve new contributions with questions for study and reﬂection with students on executive/taught courses in mind. With contributions from the leading international experts in corporate heritage, this book examines the research foundations of the area and applications in
practice. It will be important supplementary reading for students,
practitioners and specialists in corporate marketing brand management and marketing communications, as well as tourism, hospitality and heritage studies.
Presents a process based approach that integrates Marketing with
other aspects of Management such as strategy, organisational theory, strategic ﬁnancial management and management accounting. This work presents a process-based approach that draws
heavily on Business Process Re-engineering (BPR).
What does it mean to have a "good" or "bad" reputation? How
does it create or destroy value, or shape chances to pursue particular opportunities? Where do reputations come from? How do we
measure them? How do we build and manage them? Over the last
twenty years the answers to these questions have become increasingly important-and increasingly problematic-for scholars
and practitioners seeking to understand the creation, management, and role of reputation in corporate life. This Handbook intends to bring deﬁnitional clarity to these issues, giving an account of extant research and theory and oﬀering guidance about
where scholarship on corporate reputation might most proﬁtably
head. Eminent scholars from a variety of disciplines, such as management, sociology, economics, ﬁnance, history, marketing, and
psychology, have contributed chapters to provide state of the art
deﬁnitions of corporate reputation; diﬀerentiate reputation from
other constructs and intangible assets; oﬀer guidance on measuring reputation; consider the role of reputation as a corporate asset and how a variety of factors, including stage of life, nation of
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origin, and the stakeholders considered aﬀect its ability to create
value; and explore corporate reputation's role more broadly as a
regulatory mechanism. Finally, they also discuss how to manage
and grow reputations, as well as repair them when they are damaged. In discussing these issues this Handbook aims to move the
ﬁeld of corporate reputation research forward by demonstrating
where the ﬁeld is now, addressing some of the perpetual
problems of deﬁnition and diﬀerentiation, and suggesting future
research directions.
This unique book written by four world leaders in reputation research, presents the latest cutting-edge thinking on organizational improvement. It covers media management, crisis management, the use of logos and other aspects of corporate identity,
and argues the case for reputation management as a way of
overseeing long-term organizational strategy. It presents a new
approach to managing reputation, one that relies on surveying
customers and employees on their view of the corporate character and in harmonizing the values of both. This approach has been
trialled in a number of organizations and here the authors demonstrate how improving reputation, merely by learning more about
what a company is already doing, is worth some ﬁve per cent
sales growth. The book is a vital, up to date resource for specialists in corporate communication, public relations, marketing,
HRM, and business strategy as well as for all senior management.
Highly illustrated with over eighty diagrams and tables, it includes
up to the minute illustrative case studies and interviews with leading authorities in the ﬁeld.
Corporate marketing and corporate communications are topics
that have grown in scholarly and practical importance in these
last decades. Fields such as branding, marketing communications
and public relations have all contributed to this boost. Whilst
there is a large amount of literature on each of these disciplines,
there is little systematic development from the perspective of corporate marketing and corporate communication studies, although

these two have the most to contribute to how companies manage
their brands, image and corporate identities in the 21st Century.
This book seeks to redress this balance and provide insights, via
case studies or histories, on issues such as nation branding, managing multiple corporate identities during merger and acquisitions
and establishing a company’s CSR and green image. Scholars
from various disciplines within the ﬁelds of public relations, branding, marketing and corporate identity have come together in Contemporary Perspectives on Corporate Marketing to oﬀer the latest
approaches and studies in these areas. As such, it will become a
platform for developments in the ﬁeld and serve as a respected
reference resource for corporate marketing and corporate communication studies.
Bringing together contributions from leading writers in the ﬁeld of
service marketing and management, this book represents a
much-needed source of current research and conceptual development in internal marketing. Key themes and issues explored include:* the social model of marketing* the human resource management perspective* marketing and servic
Each consumer now has the power to be a journalist, reviewer,
and whistle blower. The prevalence of social media has made it
possible to alter a brands reputation with a single viral post, or
spark a political movement with a hashtag. This new landscape requires a strategic plasticity and careful consideration of how the
public will react to an organizations actions. Participation in social media is mandatory for a brands success in this highly competitive online era. Managing Public Relations and Brand Image
through Social Media provides the latest research and theoretical
framework necessary to ﬁnd ease in the shifting public relations
and reputation management worlds. It provides an overview of
the tools and skills necessary to deftly sidestep public aﬀronts
and to eﬀectively use online outlets to enhance an organizations
visibility and reputation. This publication targets policy makers,
website developers, students and educators of public relations, PR

5

5

and advertising professionals, and organizations who wish to better understand the eﬀects of social media.
For over two decades, it has been argued that the brand is an important value creator and should therefore be a top management
priority. However, the deﬁnition of what a brand is remains elusive. This comprehensive textbook presents the reader with an exhaustive analysis of the scientiﬁc and paradigmatic approaches to
the nature of brand as it has developed over the last twenty
years. Taking a multi-disciplinary approach and oﬀering an exhaustive analysis of brand research literature, it delivers a thorough understanding of the managerial implications of these diﬀerent approaches to the management of the brand. Brand Mangement: Research, Theory and Practice ﬁlls a gap in the market, providing an understanding of how the nature of brand and the idea
of the consumer diﬀer in these approaches and oﬀers in-depth insight into the opening question of almost every brand management course: "What is a brand?"
Reputation is the most complex asset of an organization. Despite
the call for consistent management of corporate reputation comprehensive approaches to measure and steer a company' s reputation are still in their infancy. Reputation management aims at creating a balance between stakeholder demands, perceptions and
corporate reality in order to foster behavior that helps a company
achieve its business goals. It needs to be based on thorough research and requires orchestrated execution through management
processes across organizational units, communication disciplines,
and countries. This calls for a management system to establish a
closed cycle of strategic planning, implementation, performance
measurement, and reporting. The book gives answers to the following questions: What is reputation and which conceptualizations do exist? What are the state-of-the-art methods and tools to
measure corporate reputation? What are best practice examples
and future trends in the ﬁeld of corporate reputation management?

